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Abstract. To strengthen the export potential of Georgian bees and intervene in international mar- 
kets, it is necessary to make a comprehensive and profound analysis. The article discusses the in- 
fluences of market segmentation, consumers’ preferences, international trading agreements, legal 
regulations, product certification, technological innovations and competition on the development of 
marketing and branding strategies, supporting the efficient positioning of the high-quality Georgian 
bee products on the international markets and increase in export. 

Competition evaluation is critical for determining market possibilities and positioning Georgian 
beekeeping on global markets. The physiological and qualitative functions of the Georgian mountain 
grey bee must be emphasized: its gentleness, excessive productivity, and resistance to ailments. 

The article additionally mentions the importance of a strategic method to boost export capability in 
integrating technological improvements and contemporary advertising strategies, which include digital 
technology and database analytics, which will have an instantaneous effect on increasing the charm 
of beekeeping products. Determining purchaser preferences, cooperation with international organiza- 
tions and obtaining first-rate certificates are crucial for the global reputation of Georgian beekeeping 
manufacturers and gaining agreement with customers. Market analysis, contemporary branding, and 
dynamic marketing are considered the basis for the hit export of Georgian beekeeping products and 
their established order in international markets. 
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INTRODUCTION 


International markets, with their many oppor- 
tunities and challenges, require detailed analysis 
of their complicated mechanisms, especially for 
a field with unused potential like Georgian bee- 
keepers. International markets, with their multi- 
ple opportunities and challenges, require ana- 
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lyzing their complex mechanisms in detail; this is 
especially true for the Georgian beekeeping sec- 
tor, which has such untapped potential. A detailed 
analysis of the international markets is crucial for 
the potential expansion of Georgian beekeeping 
exports. Comprehensive analysis is necessary to 
intervene in those markets and create a niche for 
quality and unique Georgian bee products. 
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By exporting of bee products on the interna- 
tional market, market segmentation, study of con- 
sumers’ preferences and competitive environment 
are required, along with the international trading 
agreements, determining of legislative regulations 
and product certification criteria and requirements. 

A detailed market analysis creates the ground 
for branding and marketing strategy development, 
which is directly linked to the increasing export 
potential of Georgian beekeeping. 


MAIN TEXT 


The importance of the market segments and a 
detailed understanding of their specific features 
are highlighted in Begdarashvili’s Master Thesis 
about Georgia’s export potential. The study of 
scale and segmentation is the foundation for a 
detailed market analysis. Each exporting direction 
has its own unique combination of market dynam- 
ics, resulting in individual approaches to product 
specification, marketing and distribution (Begda- 
rashvili, 2019: 60) [1]. 

To meet different market demands, under- 
standing consumers’ behaviour, needs, and pref- 
erences plays a great role in the selection of bee 
products. Therefore, the study of consumer pref- 
erences Is a necessary component of the market 
analysis. The nature of the consumers’ preferenc- 
es is dynamic, which is caused by the necessity of 
meeting the quality of the production, packaging 
and branding to the market expectations (Gior- 
gashvili, 2020: 35) [2]. Conformity of products to 
consumer expectations increases market attrac- 
tiveness and ensures competitive advantage of 
Georgian beekeeping products. 

The legal and regulatory framework is also 
an important factor for entering the internation- 
al market and meeting compliance requirements. 
Each market has its own unique regulatory en- 
vironment, with specific standards, certificates 
and legal requirements regulating access to the 
market and operation. Analysis of the regulatory 
framework ensures bee products meet the ap- 
plied requirements. (Nabieva, 2022) [3]. 

In the global world of beekeeping, competitors 
use different strategies to occupy market niches 
and dominate their brands. A detailed study of 
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competitors’ strategies, strengths and weakness- 
es provides an opportunity to identify market 
challenges and prospects. It defines the strategic 
positioning of Georgian beekeeping products, em- 
phasizes their competitive advantages and formu- 
lates strategies to strengthen market dominance. 
(Zhizhiashvili, 2019:22-63) [4]. 

International trade dynamics are also a defin- 
ing factor in export potential. A study of the Euro- 
pean honey market will clarify the import/export 
tendencies, rates and the role of trade agreements 
in developing market potential. Information about 
trade flows and market access conditions pro- 
vides the basis for developing trading strategies 
considering market opportunities and challenges. 
It identifies potential export destinations, trade 
partnerships and market diversification opportu- 
nities (Achelashvili, 2019: 49) [5]. 

The role of technological innovations is clear in 
increasing the international competitiveness of bee 
products. Technological achievements in produc- 
tion, processing and packaging increase the quality 
and attractiveness of the product. By promoting in- 
novations, beekeeping products are differentiated 
in highly competitive international markets. Inte- 
grating technologies in product development and 
marketing increases awareness and attractiveness 
of products in the market and export potential 
(Santana De Figueiredo..., 2015) [6]. 

The relationship between detailed market 
analysis, marketing and branding strategies and 
positioning of Georgian beekeeping products on 
the international market can be schematically ex- 
pressed as follows (See Chart 1): 

Proper branding and marketing strategies also 
play a crucial role in increasing the export potential 
of Georgian beekeeping products. A comprehensive 
approach based on empirical evidence and 
innovative practices is necessary to overcome the 
complexities of the international market. 

Creating a strong brand —- product awareness 
- is crucial. The organic origin of beekeeping 
products is primely important in_ shaping 
consumer choice. When branding Georgian bee 
products, it is necessary to emphasize their quality 
and natural origin. Branding should be based 
on the authenticity of the products, the unique 
nature of the country, untouched landscapes, 
the uniqueness of the Georgian Mountain Grey 


BMMSIMNBICNS Ed 6NBHILN #17, 2024 


THEORETICAL-METHODOLOGICAL AND PRACTICAL ISSUES OF BUSINESS MANAGEMENT IN THE GLOBAL SPACE 


CHART 1. THE RELATIONSHIP BETWEEN MARKET ANALYSIS AND MARKETING AND BRANDING 
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Honeybee and traditional beekeeping methods. 
(Ceylan..., 2019 [7]; Gencer..., 1999 [8]; Kara..., 2012 
[9]; Bokuchava, 2019 [10]). 

It is impossible to imagine modern marketing 
without digital online platforms. They are important 
for disseminating detailed information. A strategic 
approach to applying digital marketing tools on 
a global level, including SEO, social media and 
“content” marketing, is essential to increase brand 
awareness. (Hussen, 2023 [11]; Philfan, 2020: 47 [12]). 

Understanding consumers’ preferences is 
also an important marketing task. Taste, brand 
perception and packaging play an important role 
in consumer choice. Thus, according to consumer 
preferences based on market research, adaptation 
of marketing strategies will contribute to the entry 
and establishment of Georgian bee products in 
the international markets. 

Cooperation with international organizations 
and institutions is important for strengthening 
brand image (Giorgashvili, 2020: 48). International 
certificates and accreditation verify the product's 
quality and safety. In addition, compliance with 
legal and regulatory frameworks is strategically 
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important to build consumer confidence and 
facilitate market entry (Bero, 2017) [13]. 
Integration of innovations in marketing, data 
analytics, and artificial intelligence are important 
elements for improving marketing efficiency. It 
allows the creation of personalized, targeted 
offers and advertising for the user. Therefore, 
incorporating technology into marketing strategies 
is necessary to optimize return on investment 
(ROI) and expand international access to Georgian 
beekeeping products. (Novelli..., 2021) [14]. 


CONCLUSION 


Challenges and opportunities characterise 
the export potential of Georgian Bee Products. 
To introduce these products to the international 
market, it is necessary to analyse the market in 
accordance with global customer requirements, 
market segmentation, and competitive environ- 
ment research. This creates the basis for develop- 
ing branding and innovative marketing strategies, 
which determines the attractiveness of Georgian 
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beekeeping products at the international level - 
forms a unique market niche. 

Compliance with international standards and 
integration of modern technologies in producing 
and marketing beekeeping products are also stra- 
tegic necessities. The growing global demand for 
natural beekeeping products creates a great po- 


tential for exporting Georgian beekeeping prod- 
ucts in the competitive international market. 

Thus, the future success of Georgian beekeep- 
ing use of the industry’s export potential depends 
on implementing marketing strategies developed 
based on analysing the factors affecting interna- 
tional markets. 
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093NH3MIMOdab 38HMEyAIHJo0o0b gJb3mMAo: 
osHMab CI®omyYMo shom™montoab Eo dfrjgbeooab 


8MGNBZAMBAM|JOONb BbNd3H9MMds 


Bab3goMo Bofobwoo 


J3P6odoz0b Em|hmHo, 86mgQggbmeo, bbod bodgbg-gogobgmob 
Voggobomgao, boJoHoggmm 


30680680 mojmojodg 
gr bodozob EmgrmHobo, bbod bodgbg-zogobgm0b 
Voggobodgdo, boJooogqme 


SOLVHMoJHA. JoMHNIMN AIQBIAZM|MdAL BMMEOAIH]OOL LbogJLgMMAM BMA gHRB0omMAL gobod- 
MAIMIOMSO Ovo bogMModIMMALM oodM7g9dbQ Oovd3ZZnOMJoOnboMZab oYBaM|dgMnd 09 dodMPgdob 
AMdZ9MIAbMNZN LoQAdZMNHN sHom~mndn. LHodnsdon ZgobbamyAmMnd dodMab bLggZdgZHHoBoNb, AMAdb- 
DoMIOIMM 8/9939M]H3NgdOb, LogMHMosdIMMaLM boZgogMm bgmdAgZ:MgE|gOg0Nb, LodoMamydMngN 
/9BIMBNgJONL, 8MMEOAIBZNAL bgMHNABABNM|ONb, HaJBMaMMBsnAM 2OMBZv3NgdNbo Oo 3mMb3yMg]b- 
Boab gogM Ho Agbodsdnbn AoM3gHN6g9gMN Oo OMAZHMNH{ab LAMoA,BNgZoONb 4909700390009, Mo 
b9mb dgy6ymob JoMa yen A997H3MgIMOOb JdoMomn boMabbab 8MMEOAJAJONb bogMHModmMMmabm 
690M90B9 999IH006 8MBaBaMBoM|oob Oo gJL8MMAab OMOob. 

IMHZVMQHBaAL oHo~mndon GBHndZHAIMMZo0bHne LodoBMM AgbodmMm|dmmdgonb OoMegbabos Oo bo- 
IMMsIMMaLM dod¥M]0B]Q JoMM Yn AVZRAHZIMgMoaL 8MBaZNMBAM {OObIMBZOL. LodBgobobdgmno 
JoMngmna dmab MybN QB_xAB:Mab VOoZomMyYMaA QBadBama~mmenyAMa Oo boMhAbLbMdMngn MBgnbgdg60, 
DNLN MZNHN|QM|d0, DoMoOMBMMEOAIAHNVMMdy, s80ODyMAmMdgonbo@dn 09@9BMovo. 

LAohNdN sMHNDHJaEnNo bogJb8MMHM MHQHBNomMaAL) sdoMmMYdabomZgnb ogMgm39 LAMA]BgN- 
3M Ga@gmMdab AHnNdZHgMMoy, MMAQGME googMMNsbgdb MMBMME HaJOMenMEBNAM 06M3030g90b, 
98M9M39 1060d9OMM39 DoMhM3gh0687M AQMMO Ob, BNQBMIEMN AAIJOMEMmMeEngodnbos Oo IMHs3gIMo 
dodgdab oHo~ndngab Aomgmnn; M3 sNMMsdNM Zog~M|Hob AJMbBagob AVBAAZIMgMdab 8MmMeoyd- 
dg00b GNdBNOZgMMOIAb BMOovd|). IMALDoMIdIMO 8M9RBIM]IH3NQONL OOBI76Ho0, bLogMHAvdmMmMNbLM 
MMZHNdd3NJOMSH MoHsddDMMAMMdds Oo boMabbab bgMANgQOZ0H900b OM3M389d00 VIHNdDZHgmMm- 
B069bNd JoMMYAMN AVBAAZMIMOaL OMQHEO JOO bogMModIMMabMEa sMmnosMgdnbs Oo AMAbIoM|- 
OAM HOMOAL BMboIMZ7IOM. JoMMYMN AABAHZMQMOaL 8MMEOAIHgJ0Nb BoMBohgdym QdJ- 
LIMMAAL Ovo bogMMosdIMMaLM dodMg0BqJ OvdZ3NOMQdOb LoQAdZAMo@ ZobbaM|AMnNs dodMygd0b 
SHo~mndon, Nsbvdg@MMZ9 O0M7H—ONHZN Oo ENHsdNAMA BoM3ghnbgo. 


bd3306dM LNOYSION: 69V]IO3MIM45, OSBMNL S6dTNBN, IDLSMMON, OMI5EN6SN, 
LddSHMBAGVIOMM AYMAM 
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BILIBION 


bogMHosdIMMaLM doodoM]900 Mognba AMogo- 
Moa dgbodmgdmmdgjonmMe Oo g00M6393960M 
AmMaMbMsb Bonbon MHAMO AgJoHNddgd0b Og- 
HomyM oHomndh, ZgobbogyMM|Jd0M abgMN go- 
AMyAYygH709MA BMAJHB3N0mMObL AJmbg WoMen- 
boMgab, MMEMMALBZS JoOMMYAMN AVBAHZIMIMOdo. 
VIHNAZHQEMMBZo0Hgbaw bogMModmMMaLM dodfAg- 
dob OAGHoMYMa sHo~mndn JoMH JM 0999H3- 
MaMdab gJbsmMMAab 8MAgbB0RMN BMeEnbsm- 
30. AMoZgoMIAbMNZN sHomndn oVyBamydgmno 
0 dodM90BQ OobodZzZ3NOMQdOMv@ Oo JoMmMy- 
Mo AIBVAZIM|MdOL boMabbnsbN Oo ROaZ0mMy- 
Ma 8MMO RIJAQJOOLUMBZOL LogyMoM Bodob Jg- 
boJdbgmoo. 

DIBIAsMQMOab 8MMOA_IH]J00b bogMMmodm- 
MALM doBoMB] Zgobgmoabomsgab bogaMmMe dod- 
Mab LggdIVHHoBNob, AMALDoOMgdgMM 38M99R9- 
MAOBAZ0NLb Go BZMbsyMgHH_mO BoM|7dMb 
AgbBogmo. ob9389 bLogMHMosdMMaLM bogogMmm 
bgmdg3mMyamgodogonb, bodoMmmy|dMagn Mg~az9- 
MosBagdabs Oo sMMEaORIZNNL LaMbNgQNBZ0M]- 
dob BgyMbAM oMbygdym BMAdAgMNAAQOALS Oo 
AmMnMbM3ZH9760b Mowe )bo. 

dodoMab OXJhomMyYMN oho~mndn Jdbob OfMg- 
Benbgabs Oo JoM3ghNHg9MA LAMoA|JBgNgeNb 
0909003900b bog dggmb, MMAQMNE sNMOd- 
80M 2038dNMdGonos JoMaAAMN AQIBAAsgMgMOONDd bo- 
JIL8EMMHM 8MAQHBNoMaAbL BHMOoboo6. 


dJNMNDNICN OIILON 


boJoMmggmMmMb bogJbgMMAmM Agbodengo- 
Mmmdgodoab dgbobgd dg9Z@oModZN~Mab Lodvgnbh- 
MM H9dMMAGON bod{obdQmModo OodMab bggId9609- 
dob Ov Dom L893NBNZRMN Dobobnomgdmydob 
OJHomMyYMO ZoodM]d0b DHnd3ZHg~MModo. dodMaL 
OJHoMYM sHo~ndabob BVHOovdgHHIMNo Bobo 
BMIGNbLo Oo LgZdIZVHHoZONbL Dgbbogmo. MammMy]- 
IO bogILEMMHM ANDMMAM|dob sbobnomgob 
dodMrab OnbosdnZgnb YOnZomy|YMa 3Mdd060_3No, 
MMIAQMNLEY gobod80MMdg90b 8MMEOAJAHab b3gBo- 
0308300, doMZgHNHZObLS Oo ZgoHoHa~Mydnb Jo- 
BoMM AB~OnZN@JomMyYM Bawamdgodb (dg98@oMo- 
300, 2019: 60) [1]. 

dodMab Logv@obb3Zg0 AMMbMgbgd0b Oobo3- 
DoyMBamyomMoeg, AMIAbIoM|dIMM J3g30b, 
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bogaMmygdgdabos Oo 8MgRQMgHBaAgdNL gvgg00 
dNMAMSO MMEb HNosdodIMdb BAggMab 8MmMeoOyJ- 
dg0nb AgMAgZ0d0. vdndhmMd oodMrab oHomoadsoab 
SIBAMIOJMN BMIABMHgHAoo bodMALIoM|dmmM 
8M9QIM_HBAQgOOL «38380. AJAMIAbISM|dgm- 
Ms 8M9Q3g9MJHBNgd0 ONbsdayMA dyHgdNbdd, 
Mos3 ZoHbosaMMd|JoL 8MMEOAJBNNL boMoabbob, 
dIBIMZNL® Oo OMQZH@NbL oodMab AMMMOn- 
B9d0MsH Agbododabmobab ogBgamgommodob (gn- 
mMgovd30qn0, 2020: 35) [2]. 8mme@AJmgoob Imab- 
BoM9OIMMs AMEMMEONH_ZdMSH AgbododabMos 
BDMEOAL doBMab AnNdBn@ZIMMoOob Oo 9OM96H39- 
MYMBb JoMHymn dBadsmMamonb smme@gdada- 
dab BMbH3qMQHHIAM YdaMoggbmoob. 

bodoMmmgdmMngn @o JoMgaymamM|gdgamn 
RomMAm 0b939 d60dZ6g9MMZ060 QBoJaAmMons Lo- 
IMAHIMMALM OodBoMB] BgobgmoabomBgab Oo Jg- 
bododabmdab AMMbMsbgdnb MoZdoymRBamg- 
dNLoMZAb. MAMM]AM dodoMb of3b YHogomyMo 
doMggyamMaM dg goMMgdm, b3gBNBAZ_MO LAo- 
HBOoMAJd0M, L9IMMNGNZ0h9600M Oo boZv6Mb- 
d@970~MM AMMbM3bg60M, MMIAM|dNB of98I- 
mnaM]090 dodoMd) S3OMdob Mo M3ghoMgdob. 
doMggymaM|dgmn AoMAMb sHo~ndn yAdMyb- 
ZIMYMBL, Md dg@vbsMgmoob 3smme@ygJogoo 
AVQLsddgdMea gL oMbgdqye Ammbm3bgdb (bo- 
00930, 2022) [3]. 

d9BIHZIMQIMOOL Bg~MMdo~my|AM bodyoMmdo, 
3M639MgHdh900 04969096 Lbgo@obbZo0 LAMA]- 
BNL OOdMAL 6NIJdab OoboZ039OMoO Ov bo39- 
Mohn OfMgb@nb OMINbAM|{ONboMBOb. 3M639- 
MIHA900b LAMoH|QBgNgQONb, d~magMhn Oo LybAN 
AboMgg0Nb OAHom AM Agbbogmo NdmM|]Z0 Oo- 
DoMMsH OoZo03daM]J09MN Bv0M6389390Nbo Mo 
389MbL389dH03900b Oomegbab dgbodm|gdmmodob. 
NBN ZdHbodMgMogb JoMN Amn A9939h3mgMdNb 
8MAMONJAQOAL LAMsHggzNII™mM Bs8MBaBZOMbAM- 
Oob, bodb BLZ0db Bom BMH3ZRM|HH AE JsaMo9- 
LMdg0b Oo oyomndgob LAMsHIgNIOL OodBoMdB] 
OMBnbaM dnb gobodmagMygdmo@ (3N9N0d30- 
amo, 2019:22-63) [4]. 

bogJbsMMAM &sMAQZHBOomMAL ZobdbLodMgMg- 
MO BoJAMMas 08M9MZg bogMHMosdMMabLM gog- 
MMdab ONHsdonZe. 98MM3yEMN MoQmab dvdMoab 
A7LGo3mMo Homga@mb 3Qg96b 2d38mMmab/ggb3m- 
MAaL HgH@JHBNgdObL, HoMARQyQdnbo Oo bLogog- 
Am bgmdAggMAM|dJ0Nb MMMEMb dodMab Agbod- 
MIOMMOdJONb AvdMyomndgdo0dn. NHQMMIBN 
boZgofJMM BHoZo@gdnabs Oo dodoMB] OWod3gd0b 
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8aMMd9JONb Agbobgd ndmg|]Zo0 bogyAd3gmMb bo- 
309MM LAMAIBNQOAL dgdqdoZg0NLMBNb, Mm- 
AIM AMZomMabLENHgZdL oodMabL Agbodmg|o- 
MMOJOboO Oo Z00MH39390b. 0B BoHbodM3gMo3b 
8MA]JHBNVM bogJL8MMAM DAndoMMYM|d90b, 
bogogGgMM 89MHHaMMMdob Oo dodMab ~wnggh- 
bagnzoganb Igbod~mgommdgob (ohgmosd3gamn, 
2019: 49) [5]. 

SdZ0M09 HgJBmMamenygMa NBMB3g030gd0b 
AMMN BAdZIMAL 8MM@JXJggd0b bogMMsdmMMo- 
bm B3Mb3gM{HHyRHoMasHMdab ZgodM@vdo. gd- 
BmMamMegngMo 00M6g3g900 boMIMg|dod0, Bo@od7- 
doZ900b Od 49QINMZ0dN DMeONnL 8Mmea Joab 
bohMabbb Mo ANGdN@ZIMMdob. NOM3Z03Ngd00b 
bgamdgbymdam bMMBNgMO)Oo IVRBAA3M_gModOb 
8AMOAIHIONL ONYIMAH3NBN DoMomM3zmMb39- 
MIHHIAM bogMModmMMaLM dodfMg0B9. 8MMeOIJ- 
Hg00b Bo6Z3dMoMgdobo Oo OoM39h068d0 H9QdJ- 
Bmanmegngoab abdAgamMaMgds BMeoab dodoMd] 
8AMOAIBNNL BEMds@OMdsb Ov BNIBNO@39MM- 
dob, SHAG@AL bogJb8MMAM smMpAg6BN~Mb (bo- 
Bobo Wg BNBINM|@m..., 2015) [6]. 

SodMAL OAHoM|M oHo~ondbo, doM39h0680- 
bo Oo OMAIHONHZAb LAMshgBgNgOb Oo bogMMo- 


IMMabM dodoMB| JoMM Amn AVR AasM|gMdOD 
8MMOAIAQOAL 8MBNBAMBAM|QOob OmMab oMbg- 
d9EMN YAMAZMMZ03dNMN LJgdsHAMo@ Agbod- 
M|dIEMS 39dOIBN LobAM BvdM3gboHmm (ob. 
bJgdo 1): 

Jomagma  dgBaIgsmamonb  3shme@ydoa- 
HAL bogJL8MMHM 8MHJHBN0MAL godM@ddN, 
06939, 80©006y39H MMEMb MododMdb LEMMoa 
dMgHEONH{N Oo AoMZgghNbayEMa LAMohgBg0g900. 
Jd38NMAAEM AHZNBIOIIM|OgOD) Oo NOMZ0309M 
8MdJHNZ0d9 OoBydbygdgma ym3gmnbdmd_Bsg- 
MN DNOBMIS oVBAM|dIMOS LogMHModmMabm 
dodMinb bahM YM|,oNb OobodM|Z0O. 

dmagmo dfgb6conb — 8M@MEeOAIdob B6MdooOm- 
dab — dgJdBHo VAHNAZHAVMMZo6gbo. 09939H3M9- 
Mdab BHMEOZJIBANL MMgobAM BoMdMIo3mm- 
dob VAMoZgMgba AHNIDZH7VMModos og3b dodBoMd| 
AMALIoMgdOmMabL oMAQZ06Nb BmMMIdNMY|dObob. 
SIGAM|OGMd JoMH|yma BIgqsIMab shmeogJ- 
Hg00b OMg{H@NH{nbob bodN ZgogbZob Bom bo- 
Mabbbs Oo 69690M3 BoMAMIMOdOob. Of/Mg6~ONbHg0 
JOOs IBgdHJOMEQL s8MMea@JIBOOL o3MgbH9- 
MMdob, JZgybob go69dgMM|dgM OYHQdob, bg- 
maybmyogm 8g9ndo¥90b, JoMmymn Amoab Mybo 


bIIDGS 1. CNDMNL SHEOMNBNLS OS GNMIIONSESNLS Ed OMIBONHSNL LOMSOIBNIOL AMMNL 


IMN)NIMN)3S3dGNMN 


lagdldontiakes doaebpncge 


hoa tiootetobes datadtn 


fyohm: bJgd0 090905390900 o038Mhgonb Gngh 
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QIAZMAL JOnZ,oMYMModobo Oo AVSARAsM|QMOOb 
Hhooagaym Agnme@godb (Agomob0o..., 2019 [7]; 
g96bgMn..., 1999 [8]; 3oMo..., 2012 [9]; OM39AovZ0, 
2019 [10]). 

0060d90MM39 BoM3g9hN6g0 boMI0My7@MEI59- 
Md BOQMAMON MOMonb 3MoHR|MMAQONL go- 
(909, ALNBN BHNDZHgMMZ0Hne OAhomyYMo n6- 
QMMIAvZNAL BgogMBgmyodaboMmg3nNb. BMMdomyM 
OMbgd9 BNBMAMa Bohyghnbgnb NbLAMYI- 
HH dab BodMygbHgdab LAMoAgBgNIMN BNOBMdI», 
dom ImMMab SEO, LMBNoMYMN BQN Oo ,,3M- 
696d" doM39H06B0, oVBoM|OIMN OMQb@nb 
BOmMds@mobnb godM@nbMZab (8ybg60, 2023 [11]; 
30Mg06n, 2020: 47 [12]). 

AMAbLDoMgdgMMs 8M9RBIMQHRBNJONL BdB9- 
Od 08M9MN389 DONdZHgMmMBZo06N BoM3ghnbayemn 
SIMBdH0. B9IM3ZH900, OMJHONL oMJGo Oo JQ- 
Q7N3Z09 BHNdZH9MMZ06 MMMb HMododmMdb dm- 
AbdoMZOMAL oMAgg0HdB9. odMngo@, OodMPab 
33MI3009 + ©099d6909mMN ADAMIALISM|ZdIMMD 
8hMAIB_IMJHBagdNL Anbg@Z;NM, BoM3ghnNbgyEMN 
LAMHIgNgONL oMod8HoBno bgmMb JAQzbyYModb 
JoMn QM BQBAdAZgMAL 8MMEOAJAQONL JAgbgmob 
Od Od83Z3NOM]O0ob LogMMHodIMMabLM dodMgddg. 

bogMHosdImMMabM MMg6NB93090M0H Oo n6- 
LANHIAIOMSH MobvddMMAMMods Ov 380MPb0- 
MAMMds OMAHA oggmMadghab godmaghgdob 
SIBAM|OgMA HabossaMmMmodss (BaMMBsdZ0M~M0, 
2020: 48). bogMmsdImMabmM bagMMNGNZ0h900 Oo 
SBMIOAHZNS JdbsbyMgQd0 8MMEORJBZONL bo- 
Mabbabys Oo QloBMMbmMyJd6nb OoMobHyM|dob. 
BOMEODdS BOLO, LoZv6MbAO@]7OMM Oo DoM|gqIMN- 
M909M AoMAmgdmMsbH Agbodsvdabmds LAMoAh9- 
BNIMSO AHNGZHQVMMZo06HNo AMALISM|ZdgMMD 
BoMdaL ZobsdyoMZOMsGg@ Mo dodBoMb) Jgb- 
3c=mnb gobso@Z3amM|gdmMoe@ (O0gMm, 2017) [13]. 

doM39H068dN ABMg0B3aqMA dgJbmMmmeng- 
dob NbAIBM0B3N0 - AMHsBgIMs vwbo~mnPMnzZeo 
Oo bg9mmM3Z69Mn NOAQM|IHN DONdZHgMMIZo060 
9mgdgHHg0N0 DAoM3ghnbg0b QegdJdqnobmoob 
ZoboVZdISMOQLIOM. 2ZN LodJZomyodob ndeg- 
30 Bdog89NOgb AMALIMIdMaAboMBZNbL 8g9MbmMbo0- 
BOMJOAM, ANdHINIDSMMYAMN JgMmoZ0090900 
Od MIZMoI0. sdNHMI, JoM3g9HN6g9M LHMo- 
9809000 HaJdManmengdab Aohmgs og730mMg- 
d9MS NO3gbHaBagoab WodMybgdab (RO!) m3- 
HadadBBnnbs Oo JoMMYMa IAIRB_IAZMIMOOL 
8MMOIJAI009 bogMModIMMabmM B3OMGdab go- 
QoMamgoabmgnab (6m3g9m0..., 2021) [14]. 
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JoMngma AgIByIABIMgMdOb 8MMEONJdgdnb 
bogJb8MMGm 8MHJHBN~MN bobnoM@Jos of- 
b90gMN = B00MH389390NMS Mo Agbodmgdem- 
6900M. 00 8MMEORJHg0aL bogMModIMMabLM do- 
BOMB) COobod3Z{n@OMJOMoO, oYBamy|ogmno, 
OodMaL sHo~mndon BMMdomyAMon AMALIoMgdmMaDbL 
AMMbMZb6g0nb, dodMab bggIgHHoBONb, 3M639- 
MIHHAAMA BoM|IMb B38~Mg8Nb Agbododnboe@. 
M3 JABOL OMgbEONHENbs Oo NO6MZ0B09MO Do- 
M3gHaHZNb LH>MoHgBgNgONb AgdQdo3Zg0NboMBZNb 
boQyQdggmb, MMAQMNEB Mognb AbMnZ gobod0- 
FMd9Ob JoMMYM ABAAsIMgMOodAb 8MMEOIJh9- 
dnb BNDBNOZIMMdob bogMHAsdIMMaLM OmMbgdg 
— S4YOMndgoOb JHnZ0M YM bododMM Hadob. 

bogMModmMMabm LdAvHOoMHgdM0bH Agbodo- 
dnLMdy Od Mobosdg@MM3:9 HgJOMEmeEngdob 
NHA_IQMAM|O AIBAAsMgMdnNb 8MMEoOJJHgJoNb 
BoMdAM|o0obo Ovo 00M39H0H8d0 obg389 LAMA]- 
BNICNN SPBAMIOMMOdd. IQSBAHs3MQMOab Ho9- 
MomyM 3IMMoNJhg0dg DODoMoN BMMdomyYMo 
AMMbOMZbo JIHab ON 8MAJHBNo~Mb JoMmymn 
09BIHsZMIMOOb 8MMEORIAgdnb AJL8MMAnboM- 
30b BMH3ByMgHHIEO bogMHMosdIMMaLM dodoMd). 

SIM JH, JoMMAMN BAR AAZIM|MOdNL AMIo- 
30M BoMdshgd0, MoMgnb bogJbsmMAM 38m- 
HgH3NomMab BGodMYygHg00, WModIMZn@gdymMNo 
bogMModmMabm dodM90Bg AMJIQ@N Bojam- 
MgdOb vHo~mndoab boyQyVd39Mdg, d9dqdo3909MN 
doM39H0689Ma LAMoAggNgONL gvHbbMMBEBN|- 
mgodo0d9. 
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